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This thesis explores the experiential dimension of 4DSwing golf coaching technology. The technology, 
based video cameras and machine vision algorithms, measures swing performance details that are invisible 
to the naked eye or video cameras, such as speed and movement of club head, wrists, hips and shoulders. 
The thesis explores the journey of interpreting the 4DSwing brand and developing a three-dimensional 
representation of it. Through observing users and manipulating the scene, I uncover and explore the 
intangible and tacit nature of the product. I proceed to combine qualitative observations with a theoretical 
background, to design a space that triggers positive feelings. The aim is to create a design that captures the 
spirit of the brand, encourages effective communication between users, and packages the hardware in a 
safe and tidy manner. A thorough review of the 4DSwing brand is necessary, and close cooperation with the 
company is a key factor to establish a solid reference background, on which the actual design is then built. I 
use theoretical perspectives on product development to set my ambitions for the project, to meet the 
standards of the sponsoring company. With this in mind, I attempt to highlight the importance of the emotive 
aspect of design, and how this constitutes a large portion of the user experience. The design phase of the 
project is split into three stages. After each stage, a common criteria is used to evaluate ideas. The 
proposed concept is then explored through standard design methods, and developed to a stage where it is 
possible to understand the main features of the design. Final details can only be developed once a suitable 
manufacturer has been found.
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“4DSwing has launched the first ever golf swing 
analyzer in the world providing golf players and coaches 
comprehensive and very detailed data about everything 
that happens during a golf swing without attaching wires, 
sensors or vests to players’ body or club.   
4DSwing uses hi-speed video cameras and machine vision 
algorithms to measure swing performance details that are 
invisible to the naked eye or video cameras, such as speed 
and movement of club head, wrists, hips and shoulders. 
4DSwing is not only the most advanced golf swing 
analyzer in the market, it’s also a complete toolset for 
golfers at all levels for taking their learning and coaching 

























































































































































Mathematics:	continuity, repetition, precision, measuring
The next level:	“pumping it up”, more, “all the way to 11”



























The brief for the thesis work is to 
conceptualize a space, which is designed to 






The brief: Experiencing the brand and product holistically
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 4DSwing is an example of a product that has been turned into a service. What 
you pay for as a user, is for time and knowledge. The rewards are intangible yet real. 
The modern economy is regarded as a service economy, where products no longer stand 
for the value alone. As Joseph Pine explains, services are customized goods. The next 
step is the emergence of the experience economy, where “experiences are becoming 
the predominant economic offering” (Pine, ted.com 2004). When this theory is applied 
to the 4DSwing case, it becomes clear that in order to compete, the company needs to 
be concerned about the user experience of their product. It is important for 4DSwing to 
offer a consistent and desirable service that supplies users with a positive feeling. By 
researching experience design, it is possible to explain how this can be achieved. In the 
following sections, I offer an explanation to what constitutes an experience, models that 
illustrate the experiential factors of a product, and I explain the practical implications of 
this way of thinking. 













































































































































































































Craftsmanship — fit and finish:	The	product	should	be	made	with	sufficient	
tolerances	to	meet	performance	expectations.
Durability — performance over time:	The	craftsmanship	must	hold	up	over	
the	expected	life	of	the	product.
The Value Oportunity Model






















































Guy Kawasaki, The Art of the Start, 2004
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Contagiousness
Guy Kawasaki, The Art of the Start, 2004
 At the top of his pyramid of needs, Abraham Maslow placed the need for self-
actualization. It is therefore fitting to think of the experience economy as an answer 
to these needs, as self-actualization involves positive experiences. Having established 
the importance of enabling experiences through technology, products and services, 
it is possible to introduce a fourth dimension directed towards the use of experience 
design. An experience requires a location, and a location is captured by architecture. 
The connection between architecture and self-actualization is that it is possible to create 
meaningful experiences through architecture, as will be established in the following 
section about emotional architecture.




5.1 Architecture as a trigger for positive experiences with 
the brand
 Regardless if the product is a service or physical 
object, the process of turning perceivable information into 
experiences happens through semiotic transfer. Architecture 
has established that it is possible to enclose experiences, 
and with the emergence of the new economic model, it 
has become more important than ever to appreciate this. 
As Anna Klingmann establishes; “for architecture in the 
experience economy, the relative success of design lies in 
the sensation a consumer derives from it — in the enjoyment 
it offers and the resulting pleasure it evokes” (Klingmann, 
2007, 9). A valuable thought that is derived from experience 
design is the requirement to connect the dreams and desires 
of users to the architecture. The point is not to control an 
experience, but to simply trigger it.
Klingmann argues for the need to design buildings that 
are branded. Buildings that support the values and visions 
of companies and people, that enables users to feel and 
experience the brand. In her opinion “by creating reactions 
without words, through the look and feel of people, places, 
and things, experiential environments show rather than 
tell, delight rather than instruct. The effects are immediate, 
perceptual, and emotional” (Klingmann, 2007, 42). The 
idea is that buildings and the surroundings can be shaped 
in ways that contribute to the overall experience. The 
issue of authenticity, for which also Pine advocates, is also 
present when it comes to product architecture. Klingmann 
calls out that “while it is vital for architecture to express 
identity, it will not be achieved by applying weary clichés 
but by communicating points of difference that are based 
on the authentic expression of personality and character” 
(Klingmann, 2007, 313).
The previous quote accurately describes the difficulty of 
the work for this thesis; How to design something that is 
an authentic expression of the personality and character of 
4DSwing? Klingmann supports the creation of experiences 
through design that bonds emotionally with people when 
she claims that “architects must focus their attention on the 
atmospheric effects that architecture can produce and the 
sensory experiences created by its use” (Klingmann, 2007, 
313). The final purpose of why the product architecture is 
related to experience design, is the associative effects of 
design that triggers emotions. The nature of the experience 
becomes associated with the product or brand, it is the way 
how we organize our mental image and our feelings towards 
a product. Klingmann explains that “in remarkable spaces, 
experiences are not just embodied by architecture — they 
become the architecture. Architecture that bases its inherent 
value on the experience of the user is ambient and dynamic, 
ideational and economic — a space beyond the purely 
physical. It becomes a catalyst for cognitive, behavioral, and 
relational values that ultimately replace functional values” 
(Klingmann, 2007, 313). In essence, Klingmann coins the 
potential implications of this work for 4DSwing. The idea 
of creating a catalyst of feelings and behavior is, first of all, 
fundamental in understanding the problem at hand, and 
secondly, and secondly, a leading thought throughout the 
research and design phase for this thesis.
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 This section is concerned with describing the methods and tools necessary to 
conduct the practical part of the thesis work. The nature of the work is to enhance the 
user experience of 4DSwing. More specifically I am to create a space which contributes 
to the overall experience that embodies brand values, and triggers emotional responses. 
To achieve this, clear research objectives are necessary which then guide the methods 






































































































































 The theory for this thesis is concerned with experience design; the practical 
part makes use of the theory. Prior to beginning the conceptual phase, a thorough 
benchmarking and observational process was necessary. The practical work can thus be 
separated into two phases; the first deals with analyzing the company, familiarizing with 
the equipment, interviews with key people, and a qualitative user study. The results from 
these efforts serve as the background for the design drivers. The second phase interprets 
the design drivers into concrete ideas through creative methods. This latter phase 
illustrates the conceptual phase, the concept selection process, concept refinement, 














































































































































































































- The design has to reflect and complement the 
4DSwing brand.
- The design needs to be simple. It should be easy 
to install, and affordable to manufacture.
 
- The design has to be universal. It needs to fit 
into any context (physical and cultural).
- The design must facilitate the use of the 
equipment and complement the teaching process.
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 Before starting the design process, I familiarized myself with the thoughts of 
Donald Norman, to act as a counterweight to the business oriented models previously 
covered. Norman argues that any product has a visceral, behavioral, and reflective 
dimension (Donald Norman, Emotional Design, 2004). By being aware of these 
dimensions, it was possible to evaluate primary sketches and develop them further.  
Norman’s logic was very influential in establishing the key questions that any ideas had 
to answer. Together with the company, we discussed the need to the space to be open 
or closed; whether or not outsiders should have a view of what is going on, and how 
much privacy is needed during a session. The one thing that circulated most in my mind 
at this point was how do people enter the space. In relation to any given space, should 
the subjects approach from the side or from the front? What is the definition of the front, 
side or back of this existing box, as the canvas can be opened from any corner? A special 
attention towards the visceral dimension was given at this point in time, and I was 
encouraged to do so on behalf of the company. The beginning of the design process was 
thus very unrestricted.












































































































































































 Once we had established the general theme and shape of the design, I began to 
work with the details of the concept. All previous models had been devised with simple 
materials, and very little thought had been focused on the structure of the design. The 
first step was to establish how fabric could be sculpted into the desired shape. Some 
quick and dirty mock-ups were created to test the design. I also explored different 
variations on the smaller paper and cardboard model. Through studying these and 
trying to imagine a real situation within this space, I became increasingly worried about 
some aspects of the design. Mainly, it was the curvature closest to the ground that I 
began to see as an obstacle. My fear was that people would accidentally trip on the 
canvas. I was also wary of the feasibility of the design, as it proved difficult to simulate 
the desired shape with the models. I used my knowledge of the space and the events 
that occur within in it, to review the initial concept. Having done so, I chose to alter the 
canvas shape. However, I wanted to maintain the overall impression and design. I began 
to explore ways in which I could keep the general shape and eliminate the obstacles I 

















































































































































































































In the following pages, a collection of renderings are showcase the final proposed 
design. It must be considered that the images serve the purpose of guiding a possible 
constructor to comprehend the overall design. Detailed material qualities remain 
undefined at this stage, since they will we determined together with the constructor. The 
images have been enhanced using the 4DSwing brand; this tests the suitability of the 
design with the existing brand qualities. Another feature which has been left open for 
deliberation is the anchoring of the canvas structure. One design was implemented in 
the working protoype, but depending on the rigidity of the supporting battens, these will 

























































































































































































The Buyer Experience Cycle
W. Chan Kim, Renée Mauborgne, Blue Ocean Strategy, 2005
Purchase
How	long	does	it	take	
to	find	the	product	you	
need?
Is	the	place	of	
purchase	attractive	
and	accessible?
How	secure	is	
the	transaction	
environment?
How	rapidly	can	you	
make	a	purchase?
Delivery
How	long	does	it	take	
to	get	the	product	
delivered?
How	difficult	is	it	
to	install	the	new	
product?
Do	buyers	have	to	
arrange	delivery	
themselves?	If	yes,	
how	costly	and	difficult	
is	this?
Use
Does	the	product	
require	training	or	
expert	assistance?
Is	the	product	easy	to	
store	when	not	in	use?
How	effective	are	
the	features	and	
functions?
Does	the	product	or	
service	deliver	far	
more	power	or	options	
than	required	by	the	
average	user?	Is	it	
overcharged	with	bells	
and	whistles?
Supplements
Do	you	need	other	
products	and	services	
to	make	this	product	
work?
If	so,	how	costly	are	
they?
How	much	time	do	
they	take?
How	much	pain	do	
they	cause?
How	easy	are	they	to	
obtain?
Maintenance
Does	the	product	
require	external	
maintenance?
How	easy	is	it	to	
maintain	and	upgrade	
the	product?
How	costly	is	
maintenance?
Disposal
Does	use	of	the	
product	create	waste	
items?
How	easy	is	it	to	
dispose	of	the	
product?
Are	there	legal	or	
environmental	issues	
in	disposing	of	the	
product	safely?
How	costly	is	
disposal?
